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Abstract 
The influence and effect of Spring Festival Gala Evening in China 
Yifeng Xie 
 
 
The purpose of this study is to measure the effects of the most significant program 
in China. The Spring Festival Gala Evening is representative of the Chinese 
television industry and its evolution demonstrates a trend for the future of media 
in China. This research used a case study to understand the background of the 
program and the advertising revenue it generates. A survey about the gala’s 
content and its meaning to the public was conducted to learn how to increase the 
ratings by improving content. During the past three decades, the cultural relevance 
of the gala as well as changing state ideology created a unique position for the 
show. Creativity and innovation are required for the show to develop. Event 
marketing can be a great way to keep and gain advertising revenue. To improve 
the quality of the advertising is also essential to attract clients and audiences. 
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CHAPTER 1: INTRODUCTION 
Introduction	   	   	  
  The changes that China has been experiencing in the past several decades 
cannot be overlooked. With continued economic reform and opening of the 
market continuing to deepen, the development of the television and media 
industry is extremely vigorous. Under a globalization and cyber environment, 
there are both opportunities and challenges especially after China entered the 
World Trade Organization. The television and media value for China has always 
been policy propaganda, building communism and mainstream culture systems 
and surveillance to establish a harmonious society (Young, 2009). 
Since the official founding of China Central Television in 1978, the reform and 
opening of the market has been inseparable to the development of Television 
(Aiming, 2009). As China gradually emerges in international society, Chinese 
media have become more powerful. However, the changing responsibilities of the 
government and the relationship between the media and government for control of 
information are altering the way that television is utilized.  
  China Central Television (CCTV), as the first and official station, has an 
irreplaceable status in Mainland China. The path of CCTV’s growth represents the 
trend within all the stations and reflects the industry in general (Li, 2011). From 
narrowcasting to satellite and commercial, the market driven management is 
greatly influencing CCTV’s monopoly position (Ying & Berry, 2009). Its 
influence reaches an international market. Having millions of viewers abroad 
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solidifies its uniqueness. That is the reason why a large amount of producers strive 
to have their shows aired on CCTV (Li, 2011). 
  Among many shows that have aired on CCTV, the Spring Festival Evening 
Gala is significant not only for CCTV but also for the whole Chinese population. 
The Spring Festival Gala Evening (SFGE) or China Central Television New 
Year’s Party is a comprehensive show live on CCTV to celebrate the Chinese 
New Year. It was live originally on CCTV-1 and later expanded to CCTV-3, 
CCTV-4, CCTV-9, CCTV-E, CCTV-F and CCTV-HD (CCTV, 2010). This is the 
annual event on New Year’s Eve that has a long history and irreplaceable status 
for Chinese people. The variety show contains stand-up comedy, short drama, 
dance, acrobatics and singing, and it has always been the most popular and must 
see program, and it has 500 million estimated viewers (Zhang, 2012). The gala 
starts at 8:00PM Beijing time and lasts four and half hours until 12:30AM on the 
New Year’s Day. The producer of the show continues to upgrade the production 
values, resulting in rising expenses for the TV station (Wang, 2011). The 
evolution of the New Year's Gala is, in many ways, representative of the growth in 
China's TV industry, with a significant new look every five years. One related 
program, “I Want to Get on The Gala Evening”, is a reality show aimed at 
selecting talented performers to be on the show. Overall, the Spring Festival Gala 
Evening has political, economic and ethical considerations within the Chinese 
media culture. 
 
 
 3 
 
Background	  and	  Need	  
   Spring Festival Gala Evening under the reform of CCTV 
CCTV was founded in 1958, and it was the first and only national TV station in 
China (CCTV, 2007). As a major propaganda tool for the Chinese Communist 
Party, CCTV has changed tremendously in its structure, functions and financial 
factors since the year 1978. The first period of CCTV’s reform, 1978-1993, 
mainly included management and technical aspects which had set a foundation for 
the next phase starting in the mid 90’s (Ying & Berry, 2009). 
This reform initially had three objectives: 
﹒Offer more shows and build new formats that meet the market’s needs. 
﹒Address hard issues in the society to improve the quality of life while 
presenting a more democratic concept of the government among the public. 
﹒Create a real and tangible form of broadcasting (Ding, 1993, as cited by Ying & 
Berry, 2009).  
In 1958, CCTV had only one channel, and it took 28 years for a second to 
emerge. However, in the reform years the number surged to 16 in 2004 (CCTV, 
2007).  
  During the last 20 years, CCTV has been expanding itself by loosening controls, 
and has set its own media positioning for significant growth in the global market. 
The enormous changes were made first in Xin Wen Lian Bo, the evening news 
aired on CCTV. This program gained million of viewers as viewers got a closer 
examination of the history and socio-culture of China during its development. The 
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addition of sports and entertainment news made the show more diverse. At the 
same time, the importation of western programs was another big step forward 
although it encountered government political ideology (Chinatoday, 2012). 
Popular programs from not only the US but also many European countries were 
introduced to China, offering people an opportunity to understand media in a 
global sense. 
   Economic Rebuild and New Administration  
  The “producer system” which is very common in developed countries, was 
introduced to the Chinese TV industry. Challenging itself and stepping out of its 
comfort zone, CCTV has begun to adopt this system since the mid 1990s (China 
TV, 2009). It was known that the party was running TV production for a long time, 
and government officials, who determined how it should be programmed were in 
charge of stations at different levels. Professionals in the TV industry were only 
counted as operators and always were told what the party wanted each time. They 
found themselves powerless. After the new system was introduced, producers 
were conferred rights to design content, to program and to make financial 
decisions as well as all the associated supervising, recruiting and administrating 
(Sun, 2003, as cited by Ying & Berry, 2009). Even this was just a small portion of 
the reform for CCTV; the concept of internationalization and structural 
modernization was important for the media industry (Zhang, 1997, as cited by 
Ying & Berry, 2009). The advertising revenue of CCTV supported the “producer 
system” to great success. Advertising became a main financial resource on a 
regular basis that benefitted CCTV. With this commercialization, TV stations do 
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not have to depend on funding from the government. CCTV but now can pay a 
portion of profits to the government, which it has received in the form of taxes US 
$ 150 million from CCTV since the end of the1990s (Lu, 2004, as cited by Ying 
& Berry, 2009). 
  Created in this period of time, the Spring Festival Evening Gala is a product of 
the reform movement. An audience-oriented concept was utilized, taking 
advantage of the loosening amount of government control. In 1983, it had been 
several years since the 10 years period, when the Cultural Revolution took place, 
and China was moving forward along a path of reform and opening to the outside 
world (Lee, 2007). With a higher living standard, people expected to enrich their 
lives as well. The Chinese were eager for spiritual and cultural activities that had 
never been strong in the past. The Spring Festival is the most cheerful holiday for 
Chinese people and Spring Festival eve is a time all the family members to get 
together. 
  The annual gala has always been a spiritual banquet for the Chinese since its 
debut in the 80s. No matter how it changes and evolves, it is still one program that 
attracts a large audience. Thus, this gala is not simply a TV show but also it 
creates a moment for enormous power to get together (Pan, 2005). 
  The annual prime time commercial spot auction at the end of the year attracts a 
great number of domestic and international corporations. Since 2002, there was 
multiplying growth in the number of corporations that attended the auction. 
Advertising revenue in 2005 was 52 million Yuan, which made up over half of the 
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revenue of CCTV that year (Television Committee of China Broadcasting 
Association, 2006). 
Figure 1 displays advertising revenue from 2002 to 2005. 
 
Figure 1. Advertising revenue, 2002-2005 (in million Yuan) 
 
 
 
Purpose	  of	  the	  Study	  
The purpose of this study is to explore the formation of the Gala from the TV 
management perspective, the advertising revenue it generates, and how it affects 
people’s lives, in order to better understand the developing Chinese media 
industry. The evolution of the New Year's Gala is, in many ways, representative of 
China's growth in the TV industry, changing significantly every few years. As an 
extremely successful show of CCTV, the Gala’s advertising revenue plays an 
important role, and the direction it could take is still unknown for the next 10 
years. Changing elements behind the screen are affecting the production of the 
show and are building the future. It is intriguing whether the gala may continue to 
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prosper or simply fade away. By learning the above dimensions, the Spring 
Festival Gala Evening will be pulled out from the screen in parts and as a whole 
structure to give a clearer picture of the Chinese television industry. 
Statement	  of	  Problems	  
   Problem 1: How to maintain advertising revenue of the gala and keep it 
growing? 
Advertising has always been the main source of revenue for all types of 
television stations. Even for those stations that have a developed style of multiple 
revenue sources, over 90% of operating revenue comes from advertising, which 
means the sum of others only count for less than 10% (South Newspaper, 2003). 
At the same time, this core support of TV stations is indicative of the quality and 
reputation of a station. To some extent, the competition of television stations 
parallels the competition in advertising. The sponsors of a show find ratings to be 
crucial since higher audience involvement means more opportunities to broadcast 
their information and sell their products. As a central show of CCTV, the Gala’s 
advertising revenue is indicative of its success. The methodology of how the show 
generates revenue is important to study to probe in order to better understand how 
to increase its revenue. 
   Problem 2: How to make the show more interesting and appealing to the 
audience in order to make them feel more involved? 
  The Spring Festival Gala Evening has aired for 29 years. It is produced as a 
special event for this unique occasion. Produced as a live, grand traditional 
festival, CCTV utilizes interactivity with the audience, and multiple performances 
by popular stars and artists, on an elaborate stage. 
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  As with any highly viewed program, the more attention it receives, the more 
criticism follows when people chat. Not only do they discuss what happens on the 
stage, but also people are more into what is behind the big screen. The Spring 
Festival Evening Gala is a show created for the masses. Recent research shows a 
decreasing satisfaction among the audience about the content and programs of the 
gala (Netease, 2010). People expect their feedback to be heard, and claim that the 
performances are totally predictable and lack excitement. It is not surprising they 
feel this way since the gala has been on air for 29 years, and the repetition and 
lack of passion expand each year. How to change the broadcast and make the 
show more appealing while growing its audience is the issue. 
   Problem 3: The ratings are declining, which adds more pressure to the gala’s 
management and casts. How to reverse the current status and lure back its lost 
audience? 
  Local media and individual research indicate that the Gala's popularity has been 
on the decline, although official sources from CCTV continue to claim annual TV 
ratings for the Gala to be above 60% (Jiang, 2012). What is the future of the gala? 
The gala is changing due to both internal and outside factors such as politics and 
competition. The strong power of globalization affects the show makes it difficult 
to predict the future. The newly developed talent show “Super Girl” which is the 
Chinese version of “American Idol” creates competition for the gala. Would the 
show fade away and be substituted by others because of repetition and lack of 
innovation? At the same time, since the launch of Internet Protocol television of 
the gala in 2006, the show officially expanded to the world via Internet (Wang, 
2007). This obviously provides an opportunity for the show to take advantages of 
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the internet era. Would Chinese living in Philadelphia want to watch it on a 
regular basis? What international business opportunities exist?  
Research	  Questions	  
A. Under what conditions did the contemporary variety show grow so quickly, 
from a historical and cultural point of view? What are the critical issues around it 
and its adaptation to a market driven Chinese economy. 
  a) Reform of CCTV. When (what year) did the Spring Festival Gala Evening 
start to air? What was the structure of CCTV's management team and what 
major shows were on at that time on CCTV? 
  b) What were the environmental conditions at that time? (Evolutional changing 
period, development of TV and media industry and the unchanged aspects, 
CCTV still a party propaganda)  
  c) Who was the audience? What were the demographics? 
  d) How does the gala change in terms of programming (elements, style and 
production value)? 
B. How much Revenue does the Spring Festival generate for CCTV? 
  a) Is there an Annual Report? 
  b) Who sells the advertising? Who are the main clients? And why do they want 
to advertise during the Gala? 
  c) What is the commercial load and what forms of advertising are available? 
  d) What is the budget every year and how is it measured? 
  e) How is the gala promoted?  
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  g) How can the Gala provide more value for advertisers? 
C. What is the process of producing the gala? What are the requirements of the 
producer and production team? 
  a) What qualities are required for them? 
  b) What are the major pressures? 
  c) What are the restrictions and limits? 
  d) What aspects and perspectives do they look for producing the show? 
D. What is the cultural and social influence of the gala? 
  a) What does the gala mean to the Chinese people? 
  b) What are the things that people look for from the show? 
  c) What significant changes has the gala gone through over four decades, and 
how does the audience feel about the changes? 
  d) The folk custom and comedy shows play an essential role. How can the      
production team balance tradition with modern performances? 
E. What does the future of the gala look like? 
  a) How does technology change the show?  
  b) What issues are the gala facing at the moment, and what does it mean for the 
future of the gala? 
A case study: 
 A qualitative case study was conducted to analyze problems A, B and C. It 
studied particular years when the Gala took place as representative. Content 
studies and observations werer used to generate information to understand the 
relationship between CCTV and the Gala. 
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  From 1958 to 1973 were the reform years for CCTV, and so memorable events 
that were related to and contributed to the gala during these years will be analyzed. 
Highlights of advertising revenue are included as well as criticism. 
Surveys: 
  The most direct and efficient method to understand the influence of the gala is 
by doing surveys. Information and data were collected from the audience point of 
view in order to better understand and make recommendations for the future. Both 
quantitative and qualitative research method was conducted based on different 
problem types. A survey was conducted in Mainland China to further understand 
above research questions D and E. Random sampling made the research less 
biased and more representative.  
Significance	  to	  the	  Field	  
  The study of the Spring Festival Gala Evening, which is a symbolic television 
program in China, researches further and deeper into the current Chinese TV 
industry in general. It is a program that contains the broadest aspects that shape 
and present the whole business. From advertising revenue to ratings, the effects 
are enormous. The Spring Festival Gala Evening generates the greatest advertising 
revenue for China Central Television every year. To understand how it can 
contribute to other related businesses and provide value for future development 
and studies is important. The survey based on program influence and content 
collected information from the audience. It studied the viewers' attitudes toward 
the show and the increase the quality of the gala in the long term. The study also 
provides adequate information for future research. 
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Definitions	  
Xiao Pin: a comedy skit that contains simple theme, plot, language and characters. 
CCTV-F, CCTV-A, CCTV-R, CCTV-E: stands for CCTV-France, CCTV-Arabic 
CCTV- Russian, and CCTV-Español, which are all newly developed foreign 
channels in China. The foreign channels are still expanding.  
Limitations	  
The past 29 galas fall in a large domain, which created difficulties in collecting 
resources. Talking to a limited numbers of people and analyzing inadequate 
information may create bias. Due to the long 29-year span of the broadcast, it is 
difficult to determine audience attitudes over such a long period without greater 
demographic study. As CCTV is a government asset, some information is 
unavailable to the public. Other than this, people should be aware that criticism is 
normally less than expected among the public when talking about sensitive issues. 
  Additionally, criticism of the government and any government related activity, 
such as television production, is subject to the sensitivity of the population. 
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CHAPTER 2: LITERATURE REVIEW 
Introduction	  
  Everything is unpredictable in China, including the Chinese television industry 
which has developed rapidly. One single show could create a phenomenon and 
affect the public. The Spring Festival Gala Evening is such a program, and has 
been discussed for years for its essential contribution to the Chinese television 
industry. From many aspects, researchers found interesting concepts and 
phenomenon that report and record the development of Chinese television. Just 
like any television program, the Spring Festival Gala Evening seeks popularity 
and reputation. The concept and style of the show differentiates itself from others. 
The literature review will address mainly three areas that relate to the statement of 
the problem. The first area is the importance of the gala and how it became 
successful. The second section will focus on the changes throughout the history. 
Finally, there will be discussions about commercial opportunities for the gala. 
Body	  of	  the	  Review	  
  Since 1983, the start of economic reform and the subsequent opening of the 
Chinese market, China Central Television has presented a cultural and spiritual 
banquet for the millions Chinese on the Chinese New Year’s Eve (Lu, 2009). The 
Spring Festival Gala Evening has been similar every year. However, when 
reviewing the history of the gala, there are standout events throughout the past few 
years. Some people see it as a new folk custom (Lu, 2009). It has always been a 
unique festivity as well as a television event because most families gather from 
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different places and watch the show. Although there were impacts of 
commercialization on the show, the heavier burden for the television station was 
actually the alternative ways to create consensus despite state ideology. The power 
of propaganda in China was strong. The concept of “oneness” is in people’s minds 
for hundreds of years. The gala can be seen as a contemporary form of this 
concept. Fortunately, at the same time, the show has been successful in passing 
along information to the broadest audience. The Spring Festival Evening Gala 
could be regarded as a special situation in which whole families are connected by 
television to the central state. (Zhao, 1998, as cited by Ying & Berry, 2009) 
  The annual discussions after the Spring Festival Evening Gala reveal the 
importance of TV as a forum. The Spring Festival Gala Evening has been 
developing under the mainstream media environment. However, what matters the 
most is the social factors behind those changes, especially during the Cultural 
Revolution. The Spring Festival Gala Evening has been criticized more and more. 
On New Year’s Eve however, people still stay tuned the whole night and watch 
the show. Even the audience itself cannot explain the phenomenon as they watch 
and criticize the show simultaneously (Ifeng, 2011). What is the reason? What is 
the audience’s mentality? Why do 1.3 billion Chinese continue to watch? 
  For many years, the Chinese state ideology was the core concept to establish the 
country since it plays an essential role in the legitimacy of political power and 
cohesion (Pan, 2005). From some perspectives, the Spring Festival Evening Gala 
presents this state ideology and solidifies its position. In fact, this state ideology is 
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a threat to the continued success of the show. Since 1983, the gala is the only one 
program on every channel (Chen, 2011). As a public ceremony of representation, 
the gala relies on the emotional carnival rather than rational knowledge. It offers a 
special meaning and rebuilds people’s daily lives via emotional bond. This 
emotion comes from the definition of traditional folk custom, which contradicts 
ordinary daily lives and is irreplaceable in people’s minds (Chen, 2011). The 
Spring Festival is never an independent and sealed concept. It created merged 
multiple ideology platforms and later was transformed to a political ceremony of a 
modern national state, and thus completed its “common imagination” (Pan, 2005). 
The content of the gala at the same time reflects a cultural change from “belief” to 
“conviction” and to “trust”. The galas in the 80s felt hopeful. The songs and 
dances demonstrated a promising concept of the free and rich China in the future. 
The galas in the 90s were far from reality. Happiness was still required under a 
faithless condition. It was a time when the short comedy got popular. The 20th 
century saw rapid development in China. The content of the gala during that time 
set a promising tone as well (Lee, 2007). In the 21st century, the galas became 
commercialized and were following mainstream ideology. The festival, as the 
cultural and psychological background of the gala, is a symbolic identity. The 
get-together is the ideology and the gala itself is a stage for this ideology, and 
somehow means a space of imagination. As a get-together show, the gala 
developed under the Cultural Revolution and later became an “imaginary 
Chinese” banquet that appeals to people. As the symbol of Chinese TV programs, 
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it gets harder and harder to run each year. Surprisingly people are “forced” to 
watch the show. Rather than expecting to watch, they are afraid they may regret if 
they do not. In short, the Spring Festival Evening Gala is packed with state 
mainstream ideology and becomes a major media phenomenon from just a variety 
show (Pan, 2005).  
  The traditional Spring Festival is the best time for social activities since there is 
an atmosphere full of happiness. There is no doubt that the gala gathers families in 
front of the screen. However, it isolates the communication between people and 
separates groups into individuals since people stop talking when they are intently 
watching the performance. Therefore, it makes no difference if people watch it by 
themselves. The reason why people yearn for the cultural entertainment format is 
that they are eager to pass through the past when the Cultural Revolution took 
place and deprived people of their traditional customs, like eating dumplings and 
watching fireworks. The Spring Festival Evening Gala has now become the real 
banquet on the eve. However, as time passes and the environment changes, can 
the new generation still feel this spiritual encouragement? In recent years, the 
“new cultural logo” of the gala operated by officials caused dissatisfaction among 
the public. In some ways, discontent is an inevitable consequence as the gala has 
already lost its original meaning and pleasure. The gala is gradually becoming a 
media holiday rather than spiritual holiday (He, 2011). 
  The gala each year has a special theme based on an upbeat atmosphere. The 
theme every year is around uniting, endeavor, positivity and harmony with a few 
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exceptions. For example, for the very first year, the theme was “Taste the First 
Meal in the National Carnival”. Throughout the gala, it is not critical for such a 
specific moment in the whole year to have new ideology as a mainstream concept. 
Other than this, songs, dances, scripts of the host, and the themes about the 
successful Olympics, familial affection, friendship and love, are seen everywhere 
during the evening as ideology (Lee, 2007).  
For example, in the year 2002, the theme was “Praising the Motherland” and 
advocating the opening up policy (Lee, 2007). The 2002 Spring Festival Evening 
Gala was the 20th gala since its debut. It took two months to form the production 
team. They had to get the recommendations and requirements from the leaders in 
the central government and the China Radio and TV Headquarters. Watching and 
probing the previous 19th Gala’s videos, absorbing suggestions from experts all 
over the world, collecting materials down from basic audiences and analyzing 
shows from different countries, the production team revised the proposal 10 times 
and had to refine it afterwards (CCTV, 2010). 
Production Goal 
  Many events occurred as the background for the year 2002. The producers of 
the gala are responsible for showing a healthful environment and expressing the 
upbeat spirit of the Chinese people. It should be proud and confident both in ethic 
spirit and self-esteem. The theme of the Gala was “Praise the Country, Praise the 
Communism and Praise the Reforming and Opening up Policy”. One guideline is 
to mingle those concepts with the performances during the show. A song was 
particularly created to reflect the newly built China. To make a happy enthusiastic 
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atmosphere during the presentation is a major theme. The live show is produced in 
Beijing at CCTV No.1 live studio on the New Year’s Eve, and other local stations 
like ShangHai, Shen Zhen and Tai Wan TV stations rebroadcast the show (Lee, 
2007). 
   The significance of “Beijing time” for the Spring Festival Gala 
  In the year 1997, “Beijing Time” became a theme. Since there is only one time 
zone in China, it has special meaning, which is the consciousness of the whole 
country. The host of the gala declared it many times during the show, reinforcing 
the concept to the audience. Because Beijing is seen as the hub and center of the 
nation, the countdown based on Beijing time has been accepted, and has become a 
characteristic of the program (Lu, 2009). In terms of advertising, Beijing time 
presents a clear sense and creates a prime slot in which to air commercials. The 
Spring Festival Gala Evening has two countdowns, eight o’ clock and twelve 
o’clock. The two slots attracted the most advertisers and could be sold at high 
prices. According to CCTV’s press release, it generated 5.39 million Yuan and 
9.66 million Yuan respectively in the eight o’clock slots and the midnight 
countdown in 2006, which increased about 3 million Yuan from the previous year. 
In 2005, the midnight slot had raised 6.8 million Yuan (Lu, 2009). For the massive 
use of the Internet and the environment of globalization, CCTV is starting to 
target the Chinese people who are living in other countries. Since the year 2006, 
the Spring Festival Gala has been broadcasting through the web and other global 
channels of CCTV (Lu, 2009). This could maximize control over the theme of 
“Beijing Time” from different parts of the world. People will have the same 
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feeling no matter where they are when watching the gala. Stating that time is 
significant especially during the midnight countdown, an accident occurred in 
2007’s gala which people refer to as “3 minutes dark moment”. Because of the 
time delay of the performance before the countdown, the original script had to 
change, causing panic among the 6 presenters. Forgetting words, overlapping each 
other’s lines, and talking nonsense made the moment a total mess. The advertisers 
were not satisfied since they invested a huge amount of money during the 
countdown period. They would like to have their brands as the central topic by the 
viewers afterwards rather than the mess created by the presenters (Zhu, 2012). 
  It is not hard to imagine that with such focus, the tangible and potential value of 
the spring festival evening gala is enormous. High media attention created a great 
commercial value in a short period of time. In the year 2010, the gala generated 
over 6.5 hundred million Yuan with many types of advertising (Tencent, 2012). 
Building brand image and promotion during this time exceeds any other. The gala 
will amplify the economic value and benefit related businesses. Under the effect 
of the gala, those businesses can better develop and build their reputations. Star 
creating phenomenon reaches a high point during the gala. Stars’ competition to 
get on the show attracts viewers and creates opportunities and collaborations 
between performers and advertisers in the future (Fang, 2010). 
  The relationship between brand promotion and advertising during the gala is 
valuable. The gala can be seen as a marketing promotion event that creates huge 
benefit if utilized effectively. Brands that appear on the gala gain trust from the 
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audience. That is why high reputation corporations invested in the gala to build 
brand image. Coke sponsored the Olympics even though it is already a successful 
brand. Connectivity is essential when investing in such an event. Solidifying the 
position of a brand by advertising consecutively on the gala may be most effective. 
The important role is the uniqueness of the gala. It is exclusive in the Asian 
television industry. Such high profile programs attract investors to find 
commercial value (CCTV, 2010). 
  The success of the gala is due to the effort that the team puts in for several 
months with the best performers. However, at the same time, the economic benefit 
has not been fully developed because of the lack of cultural innovation and 
mindset breakthrough. In 2010, the gala added a large amount of advertising. 
There was criticism among the audience concerning the quantity of advertising 
affecting the continuity of the show and the boring content of the advertising 
lowering the quality of the whole gala. The producers believe product placement 
and other types of advertising are beneficial, and are increasing. The idea that 
advertising lowers the quality of the performance is not reasonable (Lee, 2007). 
Although the appropriation of the advertising needs further discussion, the product 
placement is not detrimental. This idea can be supported by a particular example 
which is the famous short comedy performed by super star Benshan Zhao. The 
skit was quite successful even with obvious product placements in the 
performance (People Magazine, 2010). The audience chose to ignore the 
implanted advertisements when they were into a good performance. 
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  The significant news about the 2012 Spring Festival Evening Gala was that all 
advertising was cancelled. It was stated that a new policy prohibited the 
production team from inserting advertising into the show. There were changing 
elements due to the repetitiveness in the past few years. New performers and new 
ideas were put into the show, but the biggest change was the lack of advertising. 
The production included an interview with the producer of the gala who indicated 
that the gala this year was completely for the audience. They put a lot of effort in 
terms of technology, creativity and challenge. Thus, how the gala was going to 
keep its quality without sponsor revenue was a crucial issue.  
To develop the gala with current policy is an opportunity as well as a challenge 
for the producer and his team. The recently occurred enormous changes left many 
questions to answer. The Spring Festival Evening Gala is trying to breakthrough. 
Although every year the gala brings different elements and adds flavors to the 
show, people who went through from the 90s still cherish the very first gala. There 
was a voting activity called “My Favorite Spring Festival Gala” held in 2007, with 
the results showing that the 1983 gala had the No.1 ranking among all (Xinhua 
News Agency, 2011). The reason is not difficult to understand. At that time, the 
Chinese were instilled with slogans and conceptual life styles that were far from 
reality. The lack of emotional and effective art performances aroused the TV 
producers to breakthrough under such a monotonous cultural environment. The 
first gala has been remembered by its unique innovation aside from strategic 
planning or just an interlude song. It has been 29 years, and people’s lives are 
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more enriched. People have a higher expectation of art programs. The one and 
only gala is not the only option any more, which challenges the production of this 
event (Xinhua News Agency, 2011). 
Chapter	  Summary	  
These studies addressed many important topics throughout the history of the 
Spring Festival Gala Evening. They explored the story behind the stage and 
demonstrated a clearer linage from the beginning of the program. The most 
essential findings are the meaning of the show and the reason why it became 
irreplaceable. State ideology based on historical factors nurtured the show and 
solidified its position. The studies described a future image of the gala and 
explained the reason why the audience keeps watching it. They also provided 
learning resources to further develop the program. The studies concluded the 
themes and content of the show in particular years and presented its changes from 
the 80s to the 21st century. High media attention creates advertising revenue 
(Netease, 2006). Even today, nothing can exceed the enormous amount of profit 
that is generated in such a short period of time. More studies around these issues 
are needed. This current research contributes to the existing literature with 
discussions about how to gain advertising revenue and increase the gala’s 
popularity.  
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CHAPTER 3: METHODOLOGY 
Introduction	  
  The Spring Festival Evening Gala has held its solidified position for years. It is 
now experiencing a tough period (An, 2011). The general satisfaction of the gala 
is falling according to the research by CCTV.com. This is due to a change in 
watching behaviors of the viewers and the unchanged style of the program. It has 
already been a pattern that shows no surprise at all for the audiences. From the 
content of performance to the production team and its style, people have come to 
expect a level of familiarity with the show on New Year’s Eve. Since the Spring 
Festival is a traditional event, it is reasonable, however, that certain factors and 
elements in the gala should be kept to save the meaning of the event.  
  However, if the gala still wants to go forward and prevent itself from fading 
away, the production team will have to make changes. The current pattern seems 
stable. To breakthrough is difficult, as the gala is seen as the epitome of cultural 
development in China. Altering the way that the gala has been presented affects 
the society. It provides a chance to let the audience express their own opinions. 
How to make the show more appealing to the viewers to generate higher 
involvement and increase satisfaction? 
  The following research questions were included in this study: 
   a) What does the gala mean for the Chinese people? 
   b) What are the things that people look for from the show? 
   c) The gala has gone through a long period of time, 80s 90s 20s and 21st. How 
do people feel about the change? 
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   d) The folk customs and comedic elements are essential. How can the 
production team balance them with more modern forms of performance? 
  This study was created through a survey to further understand the attitudes of 
the audiences of the Spring Festival Gala Evening. An online survey was designed 
in a way to show the preference of the audience about the concept, function, 
content and specific aspects of the gala. The survey included mostly quantitative 
questions with a few qualitative opinions. Demographic differentiation and 
crosstab analysis were used and the data were collected and analyzed by using 
descriptive and illustrative information. 
Setting	  
  The survey was conducted in mainland China through Wen Juan Xing 
http://www.sojump.com, which is a professional online survey, assessment and 
voting website. People who had access to the internet were able to participate in 
the survey. Academic schools and business corporations are heavy users of this 
website. Similar and related surveys would be recommended to the participants as 
well. People using the site could do this survey at the front page as well.  
Sample	  
  Random sampling was applied in the procedure of this survey. There were no 
limitations to the demographic characteristics. Most people who took part in this 
survey were young generations who use the internet more and those who show 
interest in the Spring Festival Evening Gala. People who participated were from a 
wide age range and diverse cultural backgrounds in Mainland China as they are 
the target audience of the gala. Thus, the results and analysis could be more 
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persuasive. However, people from the North part of China were more likely to 
take the survey, because with traditional customs and different cultures, they may 
be more interested in the gala.  
The participants who took the study were from multiple backgrounds in 
different places with various occupations. A total of 123 individuals took part in 
the survey. Among them, 52 were male and 71 were female. Their age was 
divided into five domains, 58 were from age 12-18, 46 were from age 19-35, 17 
from 36-49, 1 from 50-65 and above 65 there was 1 participant. Classifying by 
geographic location, those can be grouped into three; 77 came from North China, 
44 from South China and 2 from other parts of China.  
Measurement	  Instrument	  
  A researcher-generated instrument was used to collect data. A questionnaire on 
the influence of the Spring Festival Gala was sent out to understand the gala from 
the viewer’s perspectives in order to draw conclusions and make 
recommendations. Fifteen questions were asked in the survey based on the 
audiences’ viewing habits, satisfaction and their thoughts on gala’s content, 
function, time period, and advertising. Results were shown both in qualitative and 
quantitative ways and require a detailed analysis to create further strategies for the 
gala. 
Validity	  and	  Reliability	   	  
  The survey was pretested within a small group of different kinds of people 
before sending out to make sure that it measures all of the designed aspects, and is 
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appropriate and sound. The same group of people did the survey multiple times 
and the results came out consistently and showed clear answers to each question.  
The result however, may have a bias as the participants’ demographic may not 
exactly correspond in terms of age and gender.  
Data	  Collection	  Procedure	  and	  Data	  Analysis	   	  
  The survey was sent out immediately after pretest through the website. By 
sending out links to random people and volunteer participants on the site, the 
data-collecting period lasted approximately 4 weeks. The collected information 
was grouped and transcribed in term of themes. Specific survey questions were 
asked to match the research questions. Some qualitative answers had coding 
methods to interpret into tangible results and were analyzed descriptively. The use 
of Xing Wenjuan allowed the researcher to view the correlation between different 
results and do crosstab analysis. The results were presented in numbers, 
percentage and graphs. The responses were reviewed as a group and then analyzed 
one by one. 
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CHAPTER 4: RESULTS 
Results	  
Among the 123 responses, 42% were male while 58% were female. The most 
frequent participants were in the age range 12-18 and 19-35 at 47.2% and 37.4% 
respectively. Respondents 36-49 composed 13.8% while 50-65 and above 65 both 
had 0.81%. The young skew is most likely due to the younger generation being 
heavier internet users and more likely to take questionnaires. The survey 
categorized participants by geographic location and indicated that 62.6% came 
from North China, 35.8% from South China and 1.6% from other areas. It was not 
surprising since the Spring Festival Evening Gala originated in North China, and 
some of the dialect was based on Northern cultural background so that people 
from the North felt more connected to the program. 
  Question numbers 4, 5, and 6 intended to collect data about the audience’s 
watching habits to answer the research question about the meaning of the gala. 
61% watched the gala every year, 25% chose sometime and only 3% never 
watched the gala. It indicates a strong influence of the show among Chinese 
people. Not a single program in China has such a powerful driving force to gather 
an audience in front of the TV set. Further dissecting the demographic of the 
heavy users who watch the gala every year, women had a much higher percentage 
(61.7%) vs. men at 38.3%. It is not very surprising as women in general are 
heavier TV viewers. After analyzing age to categorize the audience, the results 
showed that 48 out of 123 are age from 19-35 (38%) followed by age range 36-49 
with 34.1%. The combination of the two indicates that the audience of the gala is 
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balanced across all female demographics. Females might also be the center that 
gathers family members to watch the show together. Thus, their opinions weigh 
more than others. The answer to question 5 shows a deeper understanding of the 
audiences’ motives. When asked about the reason why people watch the gala, 
28.5% thought it was their habit on New Year’s Eve and 27.6% watched the show 
in order to accompany their family. Results made sense together as people 
regarded the gala as a symbol for family gathering. The intriguing but negative 
result for the gala was that only 21.9 % of people watched the show because they 
loved it. This is an issue for the production team to address. For those who chose 
other options which was 24.4%, most people indicated that they kept the TV tuned 
to the show while performing other activities like chatting or playing Majing 
(traditional Chinese chess). When asked what they would do instead of watching, 
81 out of 123 (65.9%) would celebrate it outside, and 13% would celebrate it with 
other traditional activities. These figures indicate that the concept and the form of 
the celebration of the festival played more important roles in people’s mind rather 
than the feeling in terms of the content of performance. The data also 
demonstrated that 21% of people chose to watch other shows on New Year’s Eve, 
which might also be an issue for CCTV. A higher rating for competitive programs 
against the gala has taken place in recent years. Local self produced galas and 
other traditional performances have been set on the stage and are luring away 
large amounts of audience. Thus, the Spring Festival Gala Evening has to enhance 
its strength to be more competitive. Results from question 7 presented such 
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strength by the viewers’ perspectives. Most people (60%) believed that the gala 
was great at expressing traditional sense rather than its content (13%) and program 
style (6.5%). In fact, the stage design of the gala had a higher percentage than the 
two above. 26.8% of the respondents chose it. “Star Team” which refers to the 
stars or the performers shown together as a package, and had the second highest 
rating. Among those who picked “Star Team”, 55.2% were from 12-18 and 23.7% 
from 19-35. This indicated that the “star effect” worked much better among 
teenagers and young adults. “Star Team” has always been an important segment 
of the show. Every year the gala presents a unique star team to support different 
themes, and sometimes it creates surprise and becomes the topic of the year. Thus, 
the gala should keep working on its strength and expand the effect. It was shown 
that the supposed core of a program, which was the content, did not perform well 
for the viewers. The highly anticipated performance of the gala has always been 
comedy. Question 8 also supported that statement. 55.3% of the respondents 
showed a preference for comedy followed by interactive programs and modern 
performance. The essential factor was that among them, women showed a strong 
influence. Women aged 19-35 generated 32.4% followed by woman aged 36-49 
with 17.6%. It seemed that the target audience of the gala was looking forward to 
seeing comedy. This result added more importance to create high quality comedy 
programs. Interactive programs are becoming more popular in general as the 
merging of new media is better received by the audience. Such programs may 
provide an opportunity for the gala to explore a new competency.  
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  CCTV claimed that the satisfaction of the gala has been good and stable these 
years (Xi, 2011). This research however, did not support this statement. 42.3% of 
respondents felt that the show was getting worse and 46.3% thought it was 
necessary to make improvements. Only 11.3% of people felt it was getting better. 
Among them, Women were more positive and had a higher satisfaction rate at 
56%. How to increase female attention to the gala could be a dominant issue to 
address. The low satisfaction rate might be mainly due to the repetition of the 
content and the newly developed competition. People who participated in the 
survey compared the gala with Satellite TV, like the reality shows produced by 
HuNan TV station and local galas of ShenZhen Satellite TV stations. Their 
programs, in recent years, attract many viewers for their bold and innovative 
concepts. They also absorbed ideas from the western culture and adapted them in 
a way that the Chinese audience could easily accept and love. With respect to 
creation and innovation, as the propaganda for the Chinese government, CCTV 
has many more limitations and boundaries, which block its ability to innovate. 
The gala did a great job of expressing and celebrating a cultural event. Almost 
three-quarters (73%) of the participants saw its function as passing Chinese 
culture, which differs from other shows that aim to entertain. Although the gala 
generates a huge amount of money for CCTV every year, only 7% of people 
regarded it as the main function of the show and they cared less about the 
implanted ads than expected. Only 17 out of 123 felt that the implanted 
advertising bothered them. What they were disappointed with was the 
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conservative content and more attractive programs on other stations. Conservative 
refers to several aspects, which are mainly the unchanged style, reserved 
performance (many topics and areas may not be mentioned in the performance). 
They lower the quality of the content and sometimes are boring and awkward. 
  The whole program lasts for about 4 and half hours continuously. When asked 
whether the broadcast length was appropriate, 56.1% thought it was too long, 
2.4% thought it was too short, and 41.5% thought it was appropriate. The 
broadcast length has been the same for several years, from 8pm to 12:30am. Most 
people could not keep paying attention to the show for so long and may lose 
interest in the middle. Whether to shorten the time period needs further discussion, 
but it is more effective to concentrate on more important issues. Sometimes 
people are not able to watch the gala. Question 14 asked about alternative choices 
if watching live was not feasible. A higher percentage (43%) of the participants 
showed interest in catching it online and 27% would watch the replay. This result 
may alter future broadcasting possibilities and adjust the advertising strategy. The 
future is in web generation, but whether the internet will replace the TV set is still 
unclear although increasing usage of the internet is a fact. To explore new 
possibilities and be the pioneer in the media industry are significant for CCTV at 
the moment.  
  The last question was regarding the social influence of the Spring Festival Gala 
Evening. Answers concentrated on the catchy words, fashion (hair style), popular 
stars or songs and production style of the show. In fact, every year the gala 
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initiates certain phenomenon such as a single sentence or song which becomes 
popular, or an act that gets imitated. The social influence of the gala is regarded as 
the core motive in term of creating the show. Nevertheless, it has millions of 
viewers all over the world. 
Further	  Discussion	  from	  the	  Results	  
  After analyzing the basic data of the survey, there is a general idea of the 
current situation of the Spring Festival Gala Evening. How to make the show 
more interesting and increase satisfaction among audience? By using the SWOT 
analysis to look at the gala from the results of the survey, the following can be 
concluded (Table 1): 
 
 
 
Table 1 
SWOT Analysis of the Gala from the Survey’s Results 
Strength: 
Monopoly 
Stable for years 
Loyal audience 
Cultural background  
Revenue 
Weakness: 
Repetition and lack of Innovation  
Boring content 
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Opportunity: 
Other platforms 
New production team 
Breakthrough creative 
Threat: 
Competition 
Changing viewing behavior of the 
audience  
Other activities taking place 
Strategies	  Based	  on	  the	  Analysis	   	  
   Creating taste and sense in comedy 
  The content of the program plays a critical role in the broadcast. The content of 
the gala however, is facing a dilemma and losing its viewers. It can be concluded 
from the survey that comedy attracted the greatest audience. The goal of the 
comedy is to entertain while satirizing events of the year. The theme and sense of 
the comedy in recent years has become low profile. Over use of sarcasm and 
unreasonable imagination make the performance strained and not humorous. The 
climax of the comedy in the Spring Festival Gala Evening was during 2006 to 
2009 when the series of Benshan Zhao, a famous Chinese comedian, was created 
(Hui, 2012). The series was a hit because it revealed social issues in an 
entertaining way and was perfectly accepted by the viewers. The significance is to 
find the best balance point and appropriate degree to create a tasteful performance. 
The comedy in the gala now is experiencing challenges. The scripts are out of 
fashion and regarded as boring for most audiences since the same old thing does 
not fit in to the modern society anymore. Thus, the urgent thing is to determine 
how best to satisfy the audience. 
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Keep “Star Team” and explore potential expansion possibilities 
  The “Star Team” and its effect have always been a method to lock in viewers. 
Throughout the history of the gala, it seems that better satisfaction occurred in the 
year when notable guests or famous boy bands appeared on the stage.  In the year 
2010, the gala gathered a former boy band 21 years after their debut and captured 
the audiences’ attention (xinhuanet.com, 2010).  
  The survey conducted for this study also indicated that the young generation 
had a preference in “Star Team” and would love to see more. Multiple channels 
such as IPTV and mobile TV expand the traditional platforms of broadcasting. 
Many people watch video clips online instead of watching the whole program in 
front of a TV set. In order to fit in the growing market, building up a new 
production style and seek potential possibilities in terms of innovation are 
essential.  
   Shorten and concentrate the broadcasting time 
The four and a half hour broadcast duration has not changed for years. The 
audiences in the studio have to sit for almost five hours. It is hard to maintain 
energy and finish watching the whole performance without a break. The 
participants in the survey also had the feeling that the show was too long. In 2012, 
the camera caught a shot of the audience falling asleep during the show. It 
highlighted topics from the public and called into question the length of the show 
(Yule, 2012). It might be a good idea to cut the time and make the show more 
concentrated since quality exceeds quantity. 
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Pay attention to details in the content and prevent mistakes 
Production of the gala has become stale. More mistakes are appearing both in 
content and technically due to the lack of research. China has a long history and 
complicated culture, which means adequate research is required for language 
sensitive programs. They are created based on history and a deep understanding of 
culture. Hence, meticulousness is what the gala needs right now, as growth 
requires quality. 
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CHAPTER 5: DISCUSSION 
Introduction	  
  A successful program requires a precise concept, interesting content, and 
knowledge and understanding of its target audience in order to thrive. The survey 
conducted in chapter 3 intended to find ways to develop the content of the 
program. Previous studies have covered some aspects in concept and the meaning 
of the gala. However, a deep examination into the financial factors has been 
overlooked. Therefore, this discussion intends to cover the gap and understand 
this facet of the show. 
There were not any financial considerations taken when the gala was first 
created. However during its development, the show has become a very profitable 
business due to its large audience and influence within a limited advertising space. 
Discussion	  
Figure 2 shows the total advertising revenue of the Spring Festival Gala Evening 
in typical years: 
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Figure 2. Advertising Revenue of the Spring Festival Gala Evening in Typical 
Years. Information gained from http://tech.qq.com/a/20100208/000195.htm 
Footnote. Data from 2004, 2007, and 2008 are not available  
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  From the chart, it can be concluded that the revenue keeps increasing steadily. 
The Advertising representative “Guang Er Gao Zhi” of the Gala sells the 
advertisements before and after the show. The major advertising revenue 
generated is from two types of commercials. Type A is a 4 minute slot shown 
before the gala and Type B lasts for 6 minutes, and is divided into 2 slots (each for 
3 minutes) played during the gala. The total length of the advertising has always 
been 10 minutes with the exception being 2005 when there was a 2-minute “Wish 
for Happy New Year” advertisement. It made the total length 12 minutes (Miao, 
2011). Figure 3 demonstrates the commercial load of the Spring Festival Gala 
Evening in 2003, 2005, 2006, 2007, 2008 and 2010. 
 
 
 
Figure 3 
 Commercial load of the gala in typical years (minimum bid) 
 
Note. From "Uncover the secret of Spring Festival Gala Evening," by Yahoo, 
2011. Retrieved from http://ent.cn.yahoo.com/newspic/ent/42695/28/.  
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Figure 4 
Advertising Revenue, Adjacent and Internal Commercial Positions 
206.16
241.08
280.44 284.64 284.64
378
0
50
100
150
200
250
300
350
400
Million Yuan
2003 2005 2006 2007 2008 2010
Year
Subtotal Type A+B
 
Figure 4. Advertising Revenue, Adjacent and Internal Commercial Positions 
 
 
 
  From 2003 to 2006, there was a stable increase each year, and from 2006 to 
2008 the figures were flat, but a huge increase occurred in 2010, which was 
almost one third greater than the previous year. This is because of multiple 
reasons; CCTV claims that after the 2008 Olympics, the economic conditions 
were prosperous while the consumption index was increasing as well. The 
advertising revenue is growing dramatically each year. The advertisers see great 
potential to sell goods and services and at the same time increase their brand 
reputation. 
Another main advertising resource from the gala is the 20:00 and 00:00 
countdown (CCTV, 2010). (see Figure 5). 
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 Figure 5 
 The Gala's 20:00 and 00:00 Countdown Advertising Revenue from 2004 to 2006 
 
Note. From "China Central Television Advertising Center" by cctv.com, 2011 
 
 
 
  To understand the other forms of advertising in the gala, table 2 shows a 
breakdown of advertising in detail from 2006 (Xinmin, 2006). (see Table 2). 
 
 
 
Table 2 
Advertising by type, 2006 
 
Note. Data obtained from Chinaeconomic.net. Retrieved from      
http://news.qq.com/a/20060125/001292.htm  
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Figure 6 presents the percentage of each type of advertisement. Type A+B share 
the largest, which counts 79% of the total.  
Advertising by type, 2006
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Figure 6. Advertising by type, 2006 
 
 
 
  Product placement (soft) and hard advertising are two main forms of 
advertising in Spring Festival Evening Gala. The soft advertising that the audience 
can see includes congratulating note, a live read, subtitles etc (Fang, 2010). 
During the show period, the host may broadcast the congratulating note from each 
corporation as a form of advertising and wish for a happy new year. 
Congratulating note is a value added component that CCTV offers to corporations 
that spend over 10 million Yuan. Most soft advertising is given free to 
corporations. At the end of the show, acknowledgment organizations mentioned 
are the companies that invested over 5 million Yuan on advertising and sponsor 
rights (Fang, 2010). Some clients who appear on screen are representatives of 
corporations that invested more than 3 million Yuan on advertising at the Gala. 
For example, according to Yanhong Lee, Baidu spent over 47 million Yuan on the 
show, which did not even include other expenses in 2009 (Cheng, 2010) 
 41 
   Major advertisers 
The clients of the gala in the past few years are wide ranging, and different 
types of famous brands. The competition every year is furious. The most 
frequently shown brands fall into the soft drink and wine categories. Hui Yuan 
Juice which is a famous brand showed up as a product placement and exclusive 
right to name as well (Huiyuan, 2006). Other clients may involve milk companies, 
insurance companies, sports brands and appliances etc. In 2010, the internet 
company SOHU got popular by using product placement in the Xiao Pin (Short 
comedy skit) (CCTV, 2010). Its brand name was called up several times during 
the performance which is one of the most popular skits for the Chinese people. 
This act brought SOHU exclusive recognition especially among internet users. 
  More and more product placement has occurred during the show. Some product 
placement can be accepted by the audience since they appear in the XiaoPin 
(Short comedy skit). There are an increasing number of clients who have started to 
consider using the gala for event marketing, and to combine advertising 
sponsorship with their own sales strategies to generate greater benefits. It is a 
method that not only local companies apply but also more international 
advertising corporations have begun to take this unique Chinese cultural 
phenomenon into consideration. 
  Even though it costs a huge amount of money, many corporations put great 
value on this period of time to do advertising. The Vice President of Hui Yuan 
explained the reason why they purchase 15 second advertising during the prime 
time of the Spring Festival Gala Evening. “It’s effective to do advertising on 
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CCTV Spring Festival Gala Evening (Huiyuan, 2006). China Unicom Marketing 
manager believes that the communication ability and ratings are something that 
the company is looking for. Advertising on the show is for branding and building 
corporate image (Fang, 2010). The chief of marketing of Yi Li Corporation 
indicates that it is such an important opportunity, and they will not miss it. The 
auction at the end of the year 2009 set a floor price of 46 million Yuan but the 
corporation “Media” got it with 52 million Yuan, which exceeded floor price by 
more than 8 million Yuan. The CEO of “Media” indicated that it was worthwhile 
to invest that much (Fang, 2010).  
   Event marketing: Intangible advertising generates revenue  
  Common spot advertising can annoy and can be criticized by the audience, and 
inappropriate advertising may affect the ratings. Intangible sponsorships appeared 
in the 2006 Spring Festival Evening Gala. A political event, two pandas that were 
given as presents to Taiwan, presented great advertising opportunities. The gala 
initiated activity to encourage people to vote for the names of the two pandas. A 
telecommunications company and CCTV’s Public Information Center organized 
the voting on the pandas’ names (www.people.com.cn, 2006). Before the gala was 
on air, there were already trailers played on the screen in different stations about 
this special coming event, saying, “Stay tuned on CCTV on New Year’s Eve to 
find out what the pandas’ names are”. It cost 1 Yuan to vote for the name in 
Text-message, and it was ten times the regular cost (Sina, 2006). The pandas’ 
names came out before the countdown as Tuan Tuan and Yuan Yuan, which 
means “unification” in Chinese (TV China, 2009). An article in the evening 
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newspaper indicated that many people sent the messages without knowing the fees. 
They were informed later about how much they actually spent on the voting. 
CCTV claimed that they pointed out the charge, but the problem was they only 
put it in subtitles at the bottom of the screen rather than making the presenters say 
it out loud. Additionally, the audience was encouraged to vote more than one time 
in the gala. This action was criticized by the viewers as a strategy to generate 
money. More than 100 million votes were received, indicating that about 100 
million Yuan was generated alone by this activity (TV China, 2009). The 2002 
Spring Festival Evening Gala was the first year to initiate the idea of using text 
messages to interact with the audience and generate income simultaneously. The 
cooperation between CCTV and China Mobile was a big success for both of them 
(Li, 2012).  
  The audience sent messages to choose their favorite performances and 
answered questions about the gala. Intangible advertising was the commercial 
innovation in the market, and it was developing fast and reached a high point on 
“Super Girl” on Hunan Satellite TV in 2005 (China.com.cn, 2006). As a copy of 
American Idol, Super Girl became an eye catching commercial entertainment 
program. The voting fee generated by text messages accounted for 50% of the 
total revenue of the show. Each text was 1 Yuan to choose a favorite singer, which 
is the same amount as the Spring Festival Gala Evening. The process of this type 
of marketing can be better explained by the chart.  
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Figure 7 displays the growth of the “Super Girl”. 
 
Figure 7. Snowball Effects of the “Super Girl”. Information gained from 
http://news.cnfol.com/100210/101,1280,7251096,04.shtml 
 
 
 
  The success of the event marketing for both the gala and “Super Girl” was that 
they pulled the audiences into the program and made them feel as involved as 
possible. A successful promotional strategy adds audience exponentially. The 
similarity between the Spring Festival Gala Evening and Super Girl is that, as 
remarkable social events, they aggregated a large number of viewers in a short 
period of time. Those consumers have multiple demographic characteristics and 
identities, but the special bond, which is the program, ties them together. This is 
the goal of event marketing. 
The Spring Festival Evening Gala should utilize this concept and make better 
use of its strength to increase its audience and revenue in the future. The challenge, 
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which the gala has to overcome, is that now people are more and more familiar 
with the way television stations do business. An alluring idea will prevent viewers 
from losing interest and support the advertising. 
Big event TV may attract audience and increase advertising revenue. 
  Event TV focuses on audiences’ loyalty and interaction, and thus to create high 
advertising return on investment. Independent TV which is the main commercial 
TV network in the UK believes that event TV can bring prestige to advertisers and 
provide higher value than other TV shows. This is because event TV has the so 
called “Golden Sand” effect, which means that the show is produced for a 
particular type of audience (Fang, 2010). Such audiences do not watch TV shows 
very often, but during a particular period of time, they may tune in on an 
appointment basis. Thus, advertisers accurately reach their audiences at the 
moment. Event TV attracts the audiences’ attention and keeps them tuned the 
whole night. The program “Super Girl”, which is the Chinese version of American 
Idol, is an example. The show targets teenagers and young adults who would tune 
in every Friday during their summer holidays when the show is on air.  
The concept of event TV emphasizes the sensitivity of time. It would not make 
sense if it is not live. Sometimes it is seen as a “ritual” where people prepare 
snacks and drinks waiting for the program. Preferably, event TV provides 
audiences an opportunity to get close to their friends and families. A sense of 
sharing and uniting makes people feel that they have a quality period of time. At 
the same time, it inspires discussions and interactions. Just like Christmas is a 
wonderful time for the family to reunite and appreciate the full year by watching 
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TV shows in western cultures, the Spring Festival has the same background for 
the Chinese (Fang, 2010). Based on the above analysis, the gala is indeed a form 
of event TV. The problems here are how CCTV can improve the show to increase 
audiences and therefore provide more exposure for advertisers. 
   A. Build effective time periods and increase advertising  
Minimal advertising during the show has been a tradition for the past years, but 
it does not mean that creating new spots is impossible. If a single slot is added, the 
revenue can increase sharply. Because syndicating the gala generates much higher 
ratings than broadcasting regular self-produced programs at New Year’s Eve, 
several local stations chose to syndicate. As some of the stations delete the 
inserting advertising when rebroadcasting the gala, advertisers might still lose the 
viewers. It is difficult to control this condition. Thus, if CCTV were able to 
prevent other syndicated outlets from replacing network advertising, the 
advertising exposure would be more effective. There are an increasing number of 
channels that no longer carry the gala. Instead, those channels produce and 
broadcast their own galas or shows to compete with CCTV. It is obvious that if 
CCTV does not increase advertising availability in the New Year’s Eve broadcast, 
its future advertising revenue may not grow. As a result, to understand the 
competitors is essential.  
   B. Price properly for the market 
CCTV is not going to keep rebroadcasting the gala. Encouraging other local TV 
stations to purchase the show is the goal in order to increase the sales revenue.    
A proper price to sell the show is significant in the long term for CCTV. 
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Additionally, if CCTV can sell the show to the national net TV, CCTV may 
generate more profits without space and time limitations (ScienceDirect, 2012). 
   C. Set a higher standard for the content of the commercials 
The Spring Festival Evening Gala has several types of commercials, which 
have been discussed in the previous chapter. The format of a live read and naming 
rights can be developed. Generally, people do not like commercials as they disturb 
viewing. However, commercials with interesting contents or meaningful concepts 
can improve the viewing experience, as in the case of the Super Bowl in the US. 
People expect to see great commercials during the game. They even talk about the 
advertisements after the game since they are creative and fun to watch (Johnson, 
2012). To let the audience better accept the commercials can improve the effect of 
advertising and the quality of the whole program. 
Future trend of the gala 
  Traditional festivity is a ritual and an irreplaceable component of civilization, 
especially for the Chinese who have a history and culture of 5000 years. It may 
dim, but it will not become extinct. In a modern society, the significance of the 
festival has already weakened for reasons described. However, people are still 
seeking substitutes. The CCTV Spring Festival Gala Evening was turned into state 
ideology (Chen, 2012) after the Chinese people’s yearning for such ritual. The 
monopoly of CCTV developed under this condition. However, time after time 
when globalization is attacking the future of the market, the Spring Festival Gala 
Evening has even greater challenges. First, globalization is a challenge to the 
concept of the nation-state, which may cause attacks from outside and internal 
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fractures. Second, the market driven management of the Chinese media is 
strengthening the conflicts between central and the local media (TV China, 2009). 
The media’s goal of searching for consumers and generating profits threatens the 
monopoly. Satellite TV stations such as HuNan TV and Dragon TV have already 
created substitutes and are luring away more and more viewers. These competitors 
have threatened the existence of CCTV’s traditional spiritual civilization. Their 
developments have revolutionary significance. “Some researchers are still 
unaware of the threats since they are conservative and they reject what the popular 
masses like. They treasure things that should be kept away by the tide of history 
(Dai, 2005, as cited by Ying & Berry, 2009)”. The market in China today however, 
is seen as a free market with some government controls. The power of the market 
is getting stronger so that it may change the old identity of the nation. 
 
 
Figure 8 shows the ratings for the period 2004-2012, with general decline. 
 
Figure 8. Ratings from 2004 to 2012 of the Spring Festival Gala Evening. 
Information gained from http://www.csm.com.cn/index.php/knowledge/showArtic 
le/kaid/356  
 
 49 
  During the four hours after eight o’clock on the New Year’s Eve, most families 
tuned in CCTV-1. From the above chart, it shows that the rating went down from 
2004 and reached a low point in 2007. This is mainly because the repetition of 
performance could not satisfy the needs of the audiences. The programs on other 
TV stations also lured away the viewers. Conversely, the decreasing ratings 
indicated the potential issues of the differentiated viewers as well. The rating 
increased in 2008 in a prosperous economic environment and with innovative 
ideas put into the gala. The year 2010 had the highest ratings because of the “Star 
Team”. CCTV reunited a famous boy band that helped to increase ratings by 
attracting its fan base. Additionally, the content of the comedy set a higher 
standard, which was appreciated by the audiences that year. In the last two years, 
the ratings remained consistent with a slight increase in 2012. Further research is 
needed to determine if the gains in 2012 are attributable to the zero commercial 
policy instituted in that year. 
Analyzing the audiences’ viewing behavior of the 2009 Spring Festival Gala 
Evening, the researcher obtained the different ratings between New Year’s Eve 
and two weeks before. 
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Figure 9 demonstrates the difference. 
 
Figure 9. Different Ratings between the New Year’s Eve and Two Weeks Before. 
Information gained from http://www.csm.com.cn/index.php/knowledge/showArti 
cle/kaid/356 
 
 
 
People who are watching TV in the afternoon on the Eve are 5% more than 
regular days. The rating jumps to 60% when the show starts broadcasting. The 
rating at 8:30 is 10% higher compared to regular days, and 30% higher around 
midnight. It also indicates that the most valuable time period should be from 10pm 
to 12:30pm which has the biggest difference. 
  The nation has a diverse and vast landscape, which leads to multiple cultures 
and customs in different areas. Thus, the viewing habits of the viewers are 
different as well. The influence of the gala in 2009 demonstrates geographical 
effects. The horizontal ordinate indicates the size of the audience in thousands. 
The vertical ordinate then indicates the size of the audience expressed as a percent. 
The Northeast, Northwest and North China have the highest total of raw viewers. 
  Northeast (NE): highest viewership and second highest percentage 
  Northwest (NW): highest percentage 
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  South China: influence of the gala in South China is the weakest.  
 
 
 
 The comparisons can be better demonstrated by figure 10 below. 
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Figure 10. Geographic Ratings Distribution. Information gained from http://www. 
csm.com.cn/index.php/knowledge/showArtic 
 
 
 
  The performance and content of the Gala are oriented to the Northern dialect 
and culture which does not resonate with viewers in the South. Southern 
populations have celebrated independently of the Spring Festival. 
Current problems 
 The Spring Festival Gala Evening, a broadcast that does not innovate 
From a sales point of view, it is dangerous for a brand to lack innovation. 
However, it seems that the Gala is one brand like that. The gala has remained 
basically unchanged in terms of the format, production team and its performances. 
The lack of creativity and innovation is an issue. It is repetitive every year. 
Sometimes the audiences can even predict what will be on the show. A brand will 
be eliminated quickly without new products. The progress and procedure are no 
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surprise. When seeing the lists of the 2010 and 2011 Spring Festival Gala Evening, 
they are pretty much the same (Lee, 2007). 
The survey indicated that the audiences were disappointed with the 
conservative content and unchanged style. Although some of the viewers think 
that the gala is good entertainment, innovation and creativity are essential to keep 
it. If the gala cannot bring laughter anymore, criticism and blame may come 
afterwards. The Spring Festival Gala Evening is not fading away at the moment 
for the reason of monopoly (Zhu, 2010). However, as people change their 
concepts of viewing behavior, as new and younger audiences appear, and as 
outside TV media alters, monopoly may not be the gala’s privilege anymore. It is 
an urgent thing for the show to be innovative and search for what people are 
expecting from the Gala. 
    The Spring Festival Gala Evening, a broadcast that is not effectively 
promoted 
  The night of the gala can be described as a day of promotion for a product. 
Promotional segments should be tight enough to build a competitive environment. 
The gala lacks this kind of feeling. Since there are many other activities that may 
attract the audience, promotional strategies are important and the gala has to find 
out how to keep its viewers. 
    The Spring Festival Gala Evening, a show lacking relevant content 
  A leading brand requires a delicate product and needs superior materials to 
support it. The “raw material” of the show is worsening somehow, and the reason 
is that there is less vibe from the audiences no matter in songs, dances, Xiao Pin or 
in other performances (Ifeng, 2012). To present the show properly by the 
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performances is essential. The survey concluded that the audience expected to see 
Xiao pin, which is the main comedy program in the gala. The content however, is 
filled with political meaning (Sachina, 2012). To understand and cherish the 
revolutionary journey is important. However, intentional political concept may 
kill the spirit of the gala, and made it die faster (Lee, 2007). Thus, creating content 
that is appreciated by the audiences can be a solution. 
Limitations	  
The Spring Festival Gala Evening is a Chinese TV program. It is under a 
general “Chinese Environment”. The resources and information directly gained 
from China prevent bias and thus increase the validity of the research. As the 
study was done in the US, personal interviews were not available from the 
business or audience. The lack of general gala audiences in the US made the 
research harder to control. Another limitation was that the survey was conducted 
through the internet. Although it was a random sample with no restrictions for 
people who take the survey, a demographic bias occurred as the younger 
generation had higher usage of the internet. Finally, the data collection lasted 
approximately 4 weeks. It was adequate to see the trend of the results, but a longer 
period of time would generate higher validity. 
Recommendations	  for	  Future	  Research	   	  
  Based on the results of the survey, more cross tab analysis could be used to 
examine the information collected. For future research, several of the limitations 
listed above can be minimized. Collecting data directly in China would make the 
study much easier and more feasible. The ability to conduct interviews with 
 54 
members of the production team would be beneficial. Case study or content study 
could be deeper with more information provided.  
Conclusion	   	  
  The Spring Festival Gala Evening is a unique program, representative of the 
Chinese television industry. Several conclusions and recommendations can be 
made from this research.  
  First, advertising should not be canceled because it supports most television 
programs, especially such an essential one. Event Marketing is a very promising 
concept to generate advertising revenue and could be a future development in the 
Chinese Television industry. Improving the content of the commercials and 
innovating new commercial concepts could make a big difference for the gala. 
  Secondly, better understand the target audience. The results from the survey 
concluded that comedy was one major part to make the show more interesting, 
thus to increase its ratings. For the geographic difference and diversity of culture 
in China, differentiation of the viewers seems more significant.  
  Thirdly, go international. The Chinese population overseas is expanding rapidly 
every year, and their habits of watching the gala might continue if the program 
was easily accessed internationally. Time and space might have been barrier in the 
past, but with the widespread of the internet, however, watching TV does not 
mean staying still in one place anymore.  
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  Other than this, amplifying the international influence of CCTV could 
encourage more CCTV channels to be seen overseas except for CCTV-4 and 
CCTV-News, which broadcast the gala on the eve internationally. 
Recommendations for the future of the gala 
    Developing with the high technology and multiple platforms 
High definition is expected and people are starting to watch HD programs on 
television. In recent years, the gala has focused on stage effects and has already 
used many high-tech products on set. If the show could be offered on Blu-ray disc, 
it may push the sale of HDTV. If 3D recording is available next year, just for the 
program itself, there would be greater economic benefits for the gala and even 
accelerate the development of the Chinese 3D television (Chen, 2012). The 
notable changes in the recent galas make people see the show from a different 
perspective. It is not a traditional TV program anymore. People comment on 
twitter, chat in the forum and post pictures of the performances while watching. 
These actions motivate the viewing behavior and become incentives and 
incremental value for the gala. The internet turns into the extension of the TV 
programs and provides an experience that television could not offer. The existence 
of TV needs support of the internet as well. 
  The future of TV is developing towards technology. The boundary of computer, 
cell phone and TV is vague. Thus, the distribution of the future TV programs is 
multiple, which provide opportunities and challenges simultaneously.  
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   Expand the platform  
  The sources of the performing arts of the Spring Festival Gala Evening exceed 
what is actually shown on the Gala’s stage. Some of the performances are released 
through other CCTV events like the mid-autumn show. If CCTV could expand the 
platform for these performances before and after the Spring Festival and create a 
gala related series, a wider audience will be exposed to the gala. 
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APPENDIX A 
 
 
 
Questionnaire on the influence of the Spring Festival Gala 
For the purpose of a good research on the influence of the Spring Festival Gala 
and its development we kindly ask you spare a few minutes to finish this 
questionnaire. Anonymity will be employed in this questionnaire. This is for a 
student thesis research of Drexel University. Your personal information will be 
well protected and not be release in any form. Please choose carefully. Thank you 
for your support! 
Effective responses: 123 
 
1. Gender 
Male      
Female    
 
2. Age 
12-18     
19-35     
36-49     
50-65     
65+       
 
3. What part of China are you from? 
North China    
South China    
Others         
 
4. Do you have the habit of watching the Spring Festival Gala Evening?  
 Every year (go to question a.) 
Sometimes    
Seldom       
Barely        
Never        
 
4. a. Among people who watch the gala every year 
  Gender:   Women       
         Men     
 
  Age:      12-18   
            19-35    
            36-49    
 62 
            50-65     
            65+      
 
5. Why do you choose to watch the Gala? 
It’s a habit            
Accompany family     
Nothing else to do      
Loving it             
Others               
 
6. If you don’t watch the gala, what would you do on New Year’s Eve? 
Celebrate outside                                       
Watch other shows                                     
Do other traditional celebrations like playing Majiang           
Others                                                 
 
7. What do you think the gala is good at? 
Stage design                     
Star team                            
Program style                          
Program content                     
Traditional sense                     
 
8. What kind of performance do you wish to see more in the gala? 
Interactive programs                    
Comedy programs                 
Modern programs                     
Ethnic group programs                  
Others                                
 
9. How do you feel the Gala each year? 
It is getting better every year                    
It is getting worse every year                  
There are certain factors need improvements      
 
10. Do you think the Gala should be cancelled? 
Yes                                                  
No                                                    
If yes, what type of programming are you willing to see instead?      
 
11. What do you think the function of the Gala so far? 
Express and celebrate culture               
Entertain                                 
Generate Advertising Revenue for CCTV          
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12. Which of the followings disappoint you? (Multiple choice) 
Programs too conservative                        
Implanted ads                                
Less attractive compare to other local TV programs    
Others                                        
 
13. Do you think the four and half hour broadcasting time period is 
appropriate? 
It’s too long    
It’s too short  
It’s alright     
 
14. What will you do if you can not watch the gala live? 
Watch the replay    
Watch on the internet    
Other choices        
 
15. What do you think the social influence of the Gala is:    
As examples:  catchy word; fashion; hair style; production style, songs or artists 
popular 
 
 
 
